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1.1 THE PROBLEM: CORPORATE INVOLVEMENT VERSUS MEDDLING




















































Are certain styles of corporate centre involvement in
constituent businesses associated with higher product
development success than others?









































































































































































































































































































2. CORPORATE CENTRE INVOLVEMENT IN MANAGING
NEW PRODUCT DEVELOPMENT: A REVIEW OF THE
LITERATURE





































































































2.2.1	 Types Of Corporate Planning And Control Systems
Anthony (1988) has identified two types of corporate
planning and control systems: financial (or budgetary) and
strategic. We shall deal with financial planning and control
systems first and thereafter with strategic planning and
control systems.














































































































































































































































































FIGURE 2.1 SUGGESTED INTENSITY OF CORPORATE PLANNING
AND CONTROL STYLE FOR DIFFERENT LEVELS OF
BUSINESS COMPLEXITY
















































































































































































































































































































1. Intangibility - customers can not physically touch or
examine services.
2. Simultaneity - services are frequently produced and
consumed simultaneously. The delivery of the service
forms part of the service itself.
3. Perishability - services can not be stocked as can
tangible goods.

































FIGURE 2.3	 CONTINUUM OF EVALUATION FOR DIFFERENT TYPES OF
PRODUCTS
n.---,e_---) n--,i.--_J n,_---,,,-----)



































(iv) commodity purchase is undifferentiated, both in terms of
merchandise and support.














































































































































































































































































































































































































































































TABLE 2.2 MANAGERIAL FACTORS ASSOCIATED WITH NEW






































































































































































































































































































3.3 RESULTS OF PRELIMINARY FIELDWORK EXERCISE


























































































































































TABLE 3.2	 FACTORS REPORTED TO INFLUENCE CORPORATE
CENTRE INVOLVEMENT (n.12)




































































































OF HYPO II IL SES







































































































































































































Are certain styles of corporate centre involvement in
constituent businesses associated with higher product






























































In businesses which achieve high new product development
program success, the corporate centre becomes involved in
ways which are more appropriate than in those that







































































HYPOTHESIZED ASSOCIATIONS AND DEGREE





















































































































































































	 DELPHI EXERCISE PARTICIPATION RATE
EXPERT RESPONSE































































TABLE 4.3	 FINDINGS OF DELPHI EXERCISE Ufl
ATTRIBUTE STANDARD OF COMPARISON TOTAL
INTERNAL EXTERNAL
Technical 66 43 60
Market 72 81 76
Profit 91 91 91
Other 32 43 38











































































TABLE 4.4	 INTERPRETATION OF DELPHI EXERCISE(%)
ATTRIBUTE STANDARD OF COMPARISON TOTAL
INTERNAL EXTERNAL
Market 72 81 76
Profit 91 91 91









































































TABLE 4.5	 ATTRIBUTES OF NEW PRODUCT DEVELOPMENT SUCCESS














































The (i) intensity of corporate centre invoJvament _is
measured through the frequency of corporate centre
participation in key product development activities (Simons,











































































FIGURE 4.5	 THE RESEARCH
FACTORS WHICH INFLUENCE PERFORMANCE
MODEL
PERFORMANCE






























































































































































































TABLE 5.1	 POPULATION OF LARGE BRITISH CONTROLLED































































































































































































































































































































































































































































































































































































TABLE 5.2	 RESEARCH METHODOLOGY ADOPTED



























































































































TABLE 6.1	 CASE STUDY RESPONSE
DESCRIPTION TOTAL % OF TOTAL
Number of potential cases 21 100
Number of cases returned 18 86
Less: incomplete cases 2 10



























FACTORS WHICH INFLUENCE PERFORMANCE
MODEL
PERFORMANCE











































if there is less than a 10% chance that the null hypothesis is

































































External control factors 0.97 0.38 0.71
Internal control factors 0.99
-0.42 0.68







































complexity of constituent businesses. In order to test these
hypotheses, data was drawn from a sample which may consist of









































































































TABLE 6.4 CLASSIFICATION OF NEW PRODUCT DEVELOPMENT PROGRAM










Note:	 Maximum potential score = 30.














































Performance	 Mean	 T-Statistic	 P-Value








































































































TABLE 6.6	 THE INFLUENCE OF EXTERNAL FACTORS ON SUCCESS
IN MORE COMPLEX BUSINESSES
VARIABLE DESCRIPTION SAMPLE MEAN T-TEST
WINNER LOSER STATISTIC P
Degree of market regulation 4.83 4.67 0.62 .5
50
0
Competitiveness of market 4.83 4.33 1.53 .1
60
0
Market sales growth potential 2.17 2.67 -1.53 .1
60
0












Test 1: The Influence of Different Markets Served





























































































































TABLE 6.7	 THE INFLUENCE OF INTERNAL FACTORS ON SUCCESS IN
MORE COMPLEX BUSINESSES
VARIABLE DESCRIPTION SAMPLE MEAN 1-TEST
WINNER LOSER STATISTIC P
Permanence of PD structure 1.83 1.67 0.62 .5500
Experience of skill base 1.83 1.67 0.62 .5500
Number of marketing staff 4.83 2.67 4.78 .0031
Formality of managerial systems 2.17 2.67 -1.10 .3100
Pervasiveness of shared values 3.83 2.67 1.78 .1100
Explicitness of strategy 3.17 2.67 1.10 .3100













































6.9 RESULTS OF HYPOTHESIS TESTS



























THE APPROPRIATENESS OF CORPORATE INVOLVEMENT
IN MORE COMPLEX BUSINESSES
CASE
NUMBER
CORPORATE INVOLVEMENT APPROPRIATENESS PERFORMANCE
RAW SCORE+ INTERPRETATION
3 36 High Appropriate Winner
4 36 High Appropriate Winner
5 36 High Appropriate Winner
6 36 High Appropriate Winner
7 36 High Appropriate Winner
8 34 High Appropriate Winner
9 39 High Appropriate Loser
10 39 High Appropriate Loser
11 22 Low Inappropriate Loser
12 22 Low Inappropriate Loser
13 22 Low Inappropriate Loser
14 21 Low Inappropriate Loser



















































FIGURE 6.2 SUPPORTING HYPOTHESES: PREDICTED/ACTUAL OUTCOMES


















































































































































3 7 High Winner
4 7 High Winner
5 7 High Winner
6 7 High Winner
7 9 High Winner
8 9 High Winner
9 5 Low Loser
10 5 Low Loser
11 4 Low Loser
12 4 Low Loser
13 4 Low Loser












	 THE INFLUENCE OF PORTFOLIO RELATEDNESS ON
SUCCESS IN MORE COMPLEX BUSINESSES
,
VARIABLE DESCRIPTION SAMPLE MEAN T-TEST
WINNER LOSER STATISTIC P
Centre-business link 3.20 2.50 1.75 .1000
Synergy 4.20 1.80 9.90 .0000








































































































TABLE 6.11	 DIMENSIONS OF BUSINESS COMPLEXITY
VARIABLE DESCRIPTION SAMPLE MEAN T-TEST
WINNER LOSER STATISTIC P
Product complexity 2.83 4.33 -5.58 .0000
Length of payback period 4.83 3.67 4.34 .0019
Dependence on investment
from the corporate centre
3.17 2.67 1.10 .3100
Subtotal: Process 10.83 10.67 0.37 .7300
Complexity
Market complexity 4.83 4.67 0.62 .5500


















































































1 . Total freedom - the business performs the activity alone.
The corporate centre does not give advice or make
suggestions.
2 = Supervised freedom - the business performs the activity,
but the corporate centre can and does give advice or
suggestions.
3 = Cooperation - both the corporate centre and the business
have roughly equal influence on the activity.
4 . Participative centralization - the corporate centre
performs the activity, but the business can and does give
its advice.





















































TABLE 6.12	 VARIABLE RESULTS FOR WINNERS AND LOSERS
IN MORE COMPLEX BUSINESSES
VARIABLE DESCRIPTION
SAMPLE MEAN T-TEST P
WINNER LOSER
SYSTEMS
Planning 3.00 1.17 5.97 .0000
Idea generation 2.00 1.17 2.71 .0270
Concept evaluation 3.00 1.17 5.97 .0000
SUBTOTAL: Up-front stage 8.00 3.17 15.73 .0000
Technical development 3.00 1.14 6.29 .0000
Marketing planning 4.00 1.83 3.61 .0087
Product launch 2.00 1.17 2.71 .0270
SUBTOTAL: Implementation 6.42 4.17 5.84 .0000
NPD PROCESS COMPREHENSIVENESS 17.00 8.00 6.97 .0009
STRATEGY
Setting long-term objectives 4.00 3.00 2.00 .0770
Setting short-term objectives 2.83 2.33 1.86 .0960
TOTAL: STRATEGY 7.00 5.67 2.70 .0270
STRUCTURE
Select NPD team 1.17 1.33 -0.62 .5500
STAFF
Coordinate functional inputs 1.17 1.33 -0.62 .5500
SHARED VALUES
Development mission statement 2.00 2.33 -1.00 .3400
Reward business managers 2.17 1.33 3.10 .0130
Recruit employees 1.17 1.67 -1.10 .3100
TOTAL: SHARED VALUES 5.17 6.86 -2.93 .0220
SKILLS
Use expert advice 3.25 2.63 2.55 .0024
STYLE
Provide financial resources 2.50 2.13 1.07 .0320





















































































































































TABLE 6.14 EIGENVALUE AND EXPLAINED VARIANCE OF FACTORS
FACTOR
NUMBER
EIGENVALUE VARIANCE EXPLAINED (%)
INDIVIDUAL CUMULATIVE
1 2.00198 57.1 57.1






























































































































































Constant 31.583333 0.571338 55.2796 0.0000
1. Directing 6.535475 0.583904 11.1927 0.0000


































































































7.2 THE NATURE OF CORPORATE CENTRE INVOLVEMENT






























1 = Total freedom - the business performs the activity alone.
The corporate centre does not give advice or make
suggestions.
2 = Supervised freedom - the business performs the activity,
but the corporate centre can and does give advice or
suggestions.
3 = Cooperation - both the corporate centre and the business
have roughly equal influence on the activity.
4 = Participative centralization - the corporate centre
performs the activity, but the business can and does give
its advice.














































TABLE 7.1	 VARIABLE RESULTS FOR WINNERS AND LOSERS
VARIABLE
DESCRIPTION
SAMPLE MEAN T-TEST P
WINNER LOSER
SYSTEMS 15.25 9.00 4.74 .0003
Involvement throughout the product development process
STRATEGY 6.25 5.25 1.50 .0567
Setting objectives
STRUCTURE 1.00 1.375 -1.13 .2782
Select the NPD team
STAFF 1.38 1.13 1.13 .2782
Coordinate functional inputs
SIIARED VALUES 5.00 6.75 -1.10 .3100
Create an innovative culture
SKILLS 2.75 3.13 -1.34 .2011
Give expert advice
STYLE 2.50 2.75 -1.31 .3100
Provide financial resources






































































































































TABLE 7.3 EIGENVALUE AND EXPLAINED VARIANCE OF FACTORS
FACTOR
NUMBER
EIGENVALUE VARIANCE EXPLAINED (%)
INDIVIDUAL CUMULATIVE
1 2.19548 74.9 74.9




































































































































Constant 29.6875 0.86855 34.1805 0.0000
1. Directing 5.72569 0.887048 6.4548 0.0000





























































7.3 THE INFLUENCE OF ENDOGENOUS FACTORS ON NEW PRODUCT
DEVELOPMENT SUCCESS









































































Explicitness of strategy 0.528803 0.521541
STRUCTURE
Permanence of PD structure -0.12689 Retired
SKILLS
Experience of skill base 0.463709 0.456219
STAFF
Number of marketing staff 0.966925 0.973166
SYSTEMS
Formality of managerial systems 0.390256 Retired
STYLE
Supportive style of leadership 0.546258 0.890237
SHARED VALUES
Pervasiveness of shared values 0.89963 0.566446
COMPLEXITY
of business 0.658 0.64626
RELATEDNESS
of portfolio 0.804 0.816138
INVOLVEMENT




















































1 4.53922 59.3 59.3
























































































































































Constant 20.0625 0.363481 34.1805 0.0000
1. Business level
involvement
5.11224 0.371548 6.4548 0.0000
2. Corporate
involvement































































































































TABLE 7.12	 SCHEFF6 TESTS FOR BUSINESS CLUSTERS
VARIABLE CLUSTER F RATIO P SCHEFFe
TEST
NUMBER 1 NUMBER 2 NUMBER 3
Business involvement 35.67 29.00 24.38 4.2062 0.0194 1-2, 1-3
Corporate involvement 40.67 47.00 26.38 7.7377 0.0010 1-3, 2-3
Product development
success
























































TABLE 7.13	 SCHEFFe TESTS FOR DIMENSIONS OF BUSINESS
COMPLEXITY
VARIABLE CLUSTER F RATIO P SCREFFe
TEST
NUMBER I NUMBER 2 NUMBER 3
Product complexity 2.83 4.51 4.33 -15.7171 0.0000 1-2, 1-3
Length of payback
period




3.17 2.76 2.62 1.1666 0.3201 1-2, 1-3
Subtotal: process
complexity
10.83 11.53 10.24 1.6755 0.1194
Market complexity 4.83 4.30 4.86 1.1412 0.2205

























































































































































































































































































































































































































































Level of corporate involvement
Nature of corporate involvement
Level of business involvement
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The involvement of the corporate centre in business level






















PART 1: ABOUT YOUR BUSINESS 
1.	 Please tick one of the following customer groups that best









2.	 Please tick one category which best describes the types of




















1 2 3 4 5
4. How intense is the competition faced by the business?
1 2 3 4 5
298
5. How high is the sales growth potential of the market in




1 2 3 4 5












How well do corporate managers understand the competitive




1 2 3 4 5
8. In some companies, businesses share resources, skills or
distribution networks, thus achieving synergy.
To what extent does the chosen business benefit from
synergy with other businesses in the portfolio?
Little Highly
benefit beneficial







a. How well do business managers understand the market in




1 2 3 4 5
b. How complex do business managers find the products
supplied by the business?
Low understanding High understanding
1 2 3 4 5
c. How long is the lead time between major decisions and
their results?
Short lead time Long lead time
1 2 3 4 5
d. How dependant is the chosen business on corporate












How frequently are permanent organizational arrangements






1 2 3 4 5




1 2 3 4 5





1	 2	 3	 4	 5
13. How formal is the control that business managers exercise
over the product development team?
Very Very
informal formal
1 2 3 4 5
301






1 2	 3	 4	 5






1	 2 3	 4	 5
16. To what extent is business strategy precisely and fully
expressed?
Not at all Very explicit
1	 2 3 4 5
17. In reviewing all the new products the business has launched
onto the market over the previous three years, to what
extent do you feel that the new products outperformed those
of the best competitor in the market under consideration?
(please circle the appropriate number for each criterion):
a. Market share (in absolute terms) over the last three
years relative to the best competitor.
Not at all To a large extent
- we are the best
1 2 3 4 5
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b. Growth in market share over the last three years
relative to the best competitor.
Not at all To a large extent
- we are the best
1 2	 3	 4	 5
c. Profitability (in absolute terms) over the last three
years relative to the best competitor.
Not at all To a large extent
- we are the best
1 2	 3	 4	 5





1	 2 3	 4	 5
e. Sales (in absolute terms) over the last three years
relative to the best competitor.
Not at all To a large extent
-we are the best
1	 2 3	 4	 5
f. Growth in sales (in absolute terms) over the last three




1 2 3 4 5
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18. For each of the following activities, please tick the mode
that best describes how such activities are performed in the
















development plans 1 2 3 4 5
b. Generation of ideas for
new product development 1 2 3 4 5
c. Assessing new product






























1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
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The involvement of the corporate centre in business level





















PART 1: ABOUT YOUR BUSINESS 
1.	 Please tick one of the following customer groups that best




2.	 Please tick one category which best describes the types of























1 2 3 4 5







1 2	 3	 4	 5
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5. How high is the sales growth potential of the market in




1 2 3 4 5












In your view, how well do corporate managers understand the





1 2 3 4 5
8. In some companies, businesses share resources, skills or
distribution networks, thus achieving synergy.
To what extent does your business benefit from synergy with











a. How well do business managers understand the market in
which the business competes?
Low understanding High understanding
1 2 3 4 5
b. How well do business managers understand the products
supplied by your business?
Low understanding High understanding
1 2 3 4 5
c. How long is the lead time between major decisions and
their results?
Short lead time Long lead time
1 2 3 4 5














How frequently are permanent organizational arrangements






1 2 3 4 5





1 2 3 4 5






1	 2	 3	 4	 5
13. How formal is the control that business managers exercise
over your product development team?
Very  Very
informal formal
1 2 3 4 5
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14. How strong are the shared values in your business?
Low shared High shared
values values
1 2	 3	 4	 5





1	 2 3	 4	 5
16. To what extent is business strategy precisely and fully
expressed?
Not at all Very explicit
1	 2 3 4 5
17. In reviewing all the new products the business has launched
onto the market over the previous three years, to what
extent do you feel that the new products outperformed those
of the best competitor in the market under consideration?
(please circle the appropriate number for each criterion):
a. Market share (in absolute terms) over the last three
years relative to the best competitor.
Not at all To a large extent
- we are the best
1 2 3 4 5
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b. Growth in market share over the last three years




1 2 3 4 5
C. Profitability (in absolute terms) over the last three
years relative to the best competitor.
Not at all To a large extent
-we are the best
1 2 3 4 5
d. Growth in profitability over the last three years
relative to the best competitor.
Not at all To a large extent
-we are the best
1 2 3 4 5
e. Sales (in absolute terms) over the last three years
relative to the best competitor.
Not at all To a large extent
-we are the best
1 2 3 4 5
f. Growth in sales (in absolute terms) over the last three
years relative to the best competitor.
Not at all To a large extent
-we are the best
1 2 3 4 5
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18. For each of the following activities, please tick the mode
that best describes how such activities are performed in the




















1 2 3 4 5
c. Assessing new product
concepts 1 2 3 4 5
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d. Technical development
of new products
e. Preparing marketing
plans for new products
f. Introducing new products
onto the market
g. Setting long-term product
development objectives
for the business
h. Setting short-term product
development objectives
for the business
i. Selecting product
development team members
j. Coordinating marketing and
technical inputs into the
product development process
k. Developing a mission
statement for the business
1
1
1
1
1
1
1
2
2
2
2
2
2
2
2
3
3
3
3
3
3
3
3
4
4
4
4
4
4
4
4
5
5
5
5
5
5
5
5
1. Rewarding business managers
achieving planned results
m. Recruiting employees with
values compatible to the
mission statement
n. Using expert product
development advice
o. Providing sufficient product
development resources
1
1
1
1
2
2
2
2
3
3
3
3
4
4
4
4
5
5
5
5
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Please return this questionnaire in the enclosed prepaid
envelope.
THANK YOU FOR YOUR KIND COOPERATION! 
If you would like to receive a copy of the findings of this
research please provide your name and address in the space below.
If you prefer to remain anonymous then detach this page and
return it separately.
NAME:
COMPANY:
ADDRESS:
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